






































Ambiguity on Co-Creation of Value









This paper referred to co-creation of value that is often confused in recent years. This paper mentioned value co-creation in Service
Dominant Logic（SDL）and third-party participation in product development process covered in earlier innovation research, clarifying
the differences between them. Innovation research mentioned co-creation of value in the name of “Open Innovation” and “User Innova-
tion”, but also clarified the differences in attributes of companies and individuals who participated in them. This paper emphasized that
co-creation of value in SDL focuses mainly on consumers, not only in manufacturing and developing process, but also on co-creation of
value in consumption and usage situations.
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